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as Merchandising 


HE 3 natural gas companies of 
Pittsburgh—Equitable Gas Co., 
Manufacturers Light & Heat Co.., 
The Peoples Natural Gas Co.—are out 
to prove that mutual-interest coopera- 
tion will sell gas appliances and increase 
the use of gas summer and winter. 

The 100,000 visitors who walked 
through Pittsburgh’s Parade of Homes 
proved that the idea really works. 

The 3 companies, who have long 
identified themselves, locally, as the 
Natural Gas Companies of the Greater 
Pittsburgh Area, wrapped up a promo- 
tional all-gas package, late last month, 
and then clearly dominated the annual 
home display project. 

Of the 25 members of Home Builders 
Association of Metropolitan Pittsburgh 
who entered the event, 14 employed 
all 7 uses of gas in their homes. 





The thinking behind the cooperative ef- 
fort of this and similar projects was 
summed up by Walter Lowe, Peoples Nat- 
ural Gas, chairman of the gas companies’ 
home builders committee, when he said, 
“Even though all the display houses hap- 
pen to be on the lines of only one of the 
gas companies, we feel that all 3 companies 
benefit equally from such living show 
rooms, drawing, as they do, such marvelous 
crowds from all our areas. We know that 


CELLAR—all-gas. 





October 1954, American Gas Journal 


Pittsburgéh Companies Sell Big 6 
Of Residential Gas Use 





MOB scene at Parade cf Homes. 


people will want and buy gas equipment 
and appliances if they can see them actu- 
ally working—that’s what we're aiming to 
let them do.” 

Each of the 3 Pittsburgh companies 
contributes to a fund for common-ground 
advertising which is prepared and placed 
by Ketchum, MacLeod and Grove, a Pitts- 
burgh ad agency. General sales managers 
of the gas companies form the senior com- 
mittee which administers the group. A sub- 
committee, known as the home builders 
committee, handles joint promotions such 
as the current participation in the Parade 
of Homes. 

Members of this committee with Mr. 
Lowe, of Peoples, are George Turner and 





TYPICAL all-gas home. 


Paul Koechel of Equitable, John McBur- 
ney and George Coulter of Manufacturers. 

Promctionally, the package contained an 
aggressive advertising, pamphlet and pub- 
licity campaign and the free services of 


lecal interior decorators. The utilities 
glamorized the offering with gas-fired Ser- 
vel 2- and 3-ton all-year air conditioning 


systems for summer cooling and winter 
heating. Also included on the all-gas roster 
were refrigerators, built-in ranges, water 
heaters, incinerators and dryers. Washers 
completed the appliance list. 


Turn to page 55—PITTSBURGH 


KITCHEN—all-gas. 








KEYSTONE OF THE ALL GAS KITCHEN 


This “ice cube” (we call it an IceCircle) is 
made by the world’s only refrigerator that 
makes ice cubes without trays...and puts them 
in a basket automatically! A Servel exclusive! 


The Servel Gas Automatic Ice-Maker Refrig- 
erator represents the greatest refrigerator ad- 
vance in 30 years! And it is this very same 
Servel Gas Refrigerator with its no moving 
parts freezing system, that is the keystone to 
the All Gas Kitchen. It represents a steady 


base gas load every day of the year. Yet it is 
but one of Servel’s gas using products. There’s 
the complete line of automatic gas water 
heaters and the Servel Wonderair “all-year” 
gas air conditioner that raises your summer 
load to a profitable level! 


Truly the Servel Gas Refrigerator you sell to- 
day will work for you for years...and will pave 
the way for the use of other gas appliances in 
the kitchen and in the home! 











The name to watch for great advances in 





REFRIGERATION and AIR CONDITIONING 
Servel Inc., Dept. Au 10, Evansville 20, Indiana 


In Canada: 
Servel (Canada) Ltd., 548 King St. W., Toronto, Ontario 


American Gas Journal, October 1954 
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PITTSBURGH 


Continued from page 53 


The refrigerators were Servel automatic 
“Ice-Makers”; the ranges were supplied by 
Roper, Caloric, Western-Holly and Cham- 
bers; the water heaters, all fully automatic, 
underfired and insulated top-of-the-line 40- 
gallon-or-more models were by A. O. 
Smith, White, Bryant, Rheem, Ruud, Law- 
son and Rex; Incinor, Duo-Way, Duo- 
Therm, Warm Morning, Calcinator and 
Caloric supplied the incinerators; and 
Caloric, Norge, ABC, Hamilton, Bendix 
and Whirlpool the washers and dryers. 

Distributors and manufacturers, as well 
as the gas companies, arranged this lineup 
for the Parade of Homes builders on a 
special, promotional basis. 

The package also offered complete in- 
stallation of the all-year air conditioning, 
ducts and grilles. This was handled by 
local air conditioning and heating con- 
tractors, with the gas companies and 
Demmler Bros. Co., Servel distributor in 
the area, serving as consultants. Twelve of 
the 14 units have cooling towers. 

The utilities installed the Servel Ice- 
Makers. Other appliances and equipment 
were delivered by the utilities, installed 
by the builders, and then adjusted for 
operation by the utilities. 

The 25 houses, ranging in price from 
$18,000 to $40,000, are located near Mt. 
Lebanon, 10 miles from the center of 
Pittsburgh. 


Natural Gas Aids Food Crop Growth 


Natural gas not only cooks food, it 
helps grow it too. 

It has been estimated, that in 1954 some 
9,000,000 acres of land in 40 states will be 
fertilized with 30,000 tons of anhydrous 
ammonia, the petrochemical that does such 
things as double the yield of cotton from a 
single acre, produce bonus bushels of corn 
and make grass greener, heavier and longer. 

Developed during the past 8 years, this 
“waterless” ammonia is a blend of natural 
gas, steam and air, and it is either mixed 
with irrigation water or plowed into the 
soil with special equipment. 

Gas Appliance Manufacturers Associa- 
tion reports that many rural and suburban 
distributors of liquefied petroleum gas are 
supplying the chemical to the same custom- 
ers who use the natural gas for cooking, 
house heating, water heating, clothes dry- 
ing, refrigeration, incineration and other 
domestic purposes as well as for operating 
chicken brooders and fueling such farm 
equipment as tractors. 

Practically all food crops benefit from 
treatment with the chemical and one of 
its most important features according to 
GAMA, is its ability to re-establish the 
growing qualities of a tract of land. Acre- 
age normally cannot be replanted with the 
same crop in successive years because 
that particular crop will extract so much 
nitrogen from the soil that a second crop 
would be unprofitable. But, with the use 

anhydrous ammonia, it is possible to 
plant and harvest bigger and more profit- 
ible crops year after year. 
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The advertising-promotion-publicity cam- 
paign which the gas companies included in 
the package to builders called for full- 
page advertisements in special Parade of 
Homes sections published by 3 daily news- 
papers. Also, news of the project was car- 
ried before and during the event on the 2 
radio shows and television program spon- 
sored by the gas companies group. 

Outdoor advertising space was used, and 
placards and handout material were made 
available in the houses. Home service girls 
from the 3 companies were in the kitchens 
of the 14 all-gas homes. 

A color movie of the project, filmed 
during its development, was produced for 
future use as a selling feature for all-gas 
homes. 

This Parade of Homes package was only 
one ‘” a series of promotional events ar- 
ranged by the cooperating utilities. During 
National Home Week, 13 all-gas homes 
were on display on the lines of the 3 gas 
companies throughout the area. 

Another successful promotion credited 
to the trio of gas companies was the AIll- 
Gas Home of the Month. In what will be 
an annual event, rotating on the 3 com- 
panies’ lines, the selected house for each 
month carries a full complement of gas 
appliances and all-year air conditioning. 
Each house is given full advertising treat- 
ment on a co-op basis, with builder, sub- 
contractor and utilities sharing. This year’s 
June, July, August and September entries 
sold in a hurry and were credited with the 
sale of many additional appliances and air 
conditioning systems. 


RUUD COOPERATES IN 


Twenty-four teaching specialists of mod- 
ern home laundering, in leading colleges 
and universities from 17 states, attended the 
recent modern home laundry workshop 
conducted by Dr. Elaine Knowles Weaver 
at Ohio State University. ‘ 

As a part of the 3-week course, the class 
attended an operating demonstration of 
Ruud Manufacturing Co. which illustrated 
the difference between gas water heaters of 
average and high hourly Btu input in 
ability to supply an in-the-washer hot water 
temperature of 150-160° for the continuous 
operation of an automatic clothes-washer. 

In the 2-hour demonstration it was 
shown that with 2 automatic gas water 
heaters both with a storage rating of 30 
gallons, the average-input unit failed to 
supply 150-160° hot water for the second 
load whereas the high-input unit maintained 
the in-the-washer temperature for 4 loads. 








In Pittsburgh's 
All-Gas Houses 


AIR CONDITIONER 


Servel 


RANGES 
Roper 
Caloric 
Western-Holly 
Chambers 
WATER HEATERS 
Ruud 
Bryant 
Rheem 
A. O. Smith 
White 
Rex 


Lawson 


INCINERATORS 
Incinor 
Calcinator 
Duo-Way 
Duo-Therm 
Warm Morning 
Caloric 

WASHERS AND DRYERS 
Bendix 
Hamilton 
Whirlpool 
Norge 
ABC 
Caloric 

REFRIGERATOR 


Servel 


UNIVERSITY WORKSHOP 


F. F. Leonard, Ruud-Columbus distribu- 
tor who conducted the demonstration, said: 

“With the high-input unit of 43,000 Btu 
per hour, there was no loss of temperature 
on the fourth load, and there would have 
been none on any number of consecutive 
loads because input and recovery of the 
water heater are laundry-rated to supply 


150-160° in-the-washer hot water for the 
continuous operation of the automatic 
washer. 















Above, Columbus display 
room of Ruud distributor, 
F. F. Leonard Co. Left, home 
laundering special’sts hear 
advantages of high Btu input 
water heaters when used with 
washers. 
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(to cut your profit) 





...then switch to the one line meets every selling need 


a en 


warehousing and service are other advantages 
you enjoy when you handle the Bryant line. 
Your Bryant Distributor is equipped to help 
you on sales calls . . . to offer technical assist- HEATING AIR CONDITIONING 
ance . . . to co-operate in local promotion... WATER HEATING 
to promptly supply the equipment or parts you 
may need for any job. He is as near as your 
telephone. And his services are backed by . Quality products—Competitively priced 
competent factory district representatives, . Established name—Good customer acceptance 
factory product specialists and traveling fac- . Broad, attractive profit margins 
tory sales-training and service teams. * 5. Local Distributor warehousing and service 

It will pay you to call your nearby Bryant . Factory district representatives and traveling 
Distributor today. sales training and service teams 


Bryant Heater Div., Affiliated Gas Equipment, Inc., 17825 St. Clair Ave., Cleveland 10, Ohio 


. The most complete line in the industry 


American Gas Journal, October 195 
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Utility Merchandising Coordinated 
In AGA Plan Book for 1955 


Tats a themes, preliminary for- 
mats and advertising tie-ins of the 
sales promotional and advertising 
programs forecast by American Gas As- 
sociation for 1955 are featured in the sec- 
ond edition of the annual “year-ahead” 
promotion and advertising plan book just 
released to association members. 

Off to an earlier start than ever before, 
the year-ahead planning is designed to 
place in the hands of utility companies and 
appliance manufacturers full information 
and details of AGA’s sales promotional 
planning well in advance of the actual 
campaign dates. 

“In this way more effective tie-ins with 
such campaigns at the local level will help 
to achieve maximum coordination of all 
industry efforts,” said Wister Ligon, chair- 
man of AGA’s general promotional plan- 
ning committee. 

Schedules outlined in the new plan book 
take into account the various factors such 
as locality, weather, and local policies, be- 
cause of the effect they may have on the 
promotion of each appliance. And, while a 
united, nation-wide synchronization of the 
1955 campaigns is desired, local conditions 
must determine whether a particular com- 
pany will start its campaign earlier or 
later than the dates given in the AGA time- 
table. 

The industry’s 1955 promotion and ad- 
vertising plan consists of: 


COMMERCIAL GAS WATER HEATING 
February, March, April 

The theme will be: plenty of hot water 
pays—all ways. Objectives are: to pro- 
mote the increased sale of gas for all 
commercial water heating uses, particularly 
dish washing; to emphasize to restaurant 
operators and dealers the need for adequate 
hot water; to build off-peak commercial 
water heating load by replacing large boiler 
operation with automatic gas water heat- 
ers for summer use. 

Promotional materials include a com- 
plete plan of action; displays, direct mail, 
and other sales-promotion aids. 

AGA national advertising will support 
the program with full page ads in food, 
restaurant and cooking magazines. 

Program details will be mailed by AGA 
about December 1, 1954. 


New Freedom Gas Laundry 
Program 


AUTOMATIC GAS WATER HEATERS 
February, March 
Only automatic gas water heaters give 
ou hot water three times faster, will be 
the Spring campaign theme, with the ob- 
ective, to capitalize on superior advantages 
‘f automatic gas water heaters in relation 
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to new and increased demands for hot 
water in the home created by the growing 
acceptance of automatic clothes washers 
and automatic dish washers. 

Promotional and display materials will 
be featured in a kit, ad mats will be pro- 
vided, and a 24-sheet out-door poster. 

Cartoon-type advertising will appear 
weekly in Saturday Evening Post in Feb- 
ruary, March, October, November and bi- 
weekly for the rest of the year. Also, a 
series of ads to be run in various major 
architectural and building magazines. 

Details of the program will be mailed 
by AGA about November 1, 1954. 


AUTOMATIC GAS CLOTHES DRYERS 
October, November 


The theme will be, only gas dries clothes 
so fast . . . costs so little; the objective: 
to improve present sales ratio of automatic 
gas clothes dryers in relation to competi- 
tive sales by stimulating gas companies to 
greater sales and promotional activities and 
closer cooperation with gas clothes dryer 
manufacturers, their distributors and deal- 
ers. 

A kit featuring promotional and display 
materials, ad mats, and a 24-sheet out- 
door poster, will be provided. 

During February, March, April, Oc- 
tober, November and December, there will 
be ads in Better Homes and Gardens .. . 
from February through December in Par- 
ents’ Magazine. Also, a series of ads with 
a New Freedom Gas Kitchen and Laundry 
background will be run in various archi- 
tectural and building magazines, in addi- 
tion to a special gas section in these publi- 
cations. 

Details will be mailed from AGA about 
July 1, 1955. 

For those companies desiring to combine 
the water heater, clothes dryer, clothes 
washer, cabinets, and other laundry ele- 
ments into a New Freedom Gas Laundry 
program, promotional and display ma- 
terials will be available. 


AUTOMATIC GAS RANGES 
April, May 

The theme: Spring showing of automatic 
gas ranges—look to gas for the smartest 
ranges money can buy, will be used to 
promote the increased sale of top-of-the- 
line gas ranges by convincing the home- 
maker that automatic gas ranges are the 
ultimate in modernity, economy, efficiency. 

April is designated as automatic clock- 
controlled gas range month for attaining 
the following objectives: to convince the 
modern homemaker that today’s gas ranges 
are completely automatic by showing and 
demonstrating clock-controlled models; to 
get all gas utilities, gas range manufactur- 
ers, distributors and dealers to simultane- 
ously advertise, promote and display au- 


tomatic clock-controlled gas ranges at local 
and national levels. 

A kit of display and promotional ma- 
terials featuring the themes; Spring show- 
ing, and look to gas for the smartest ranges 
money can buy, plus publicity releases, 
ad mats and promotional ideas on the au- 
tomatic clock-controlled campaign wiil be 
provided, plus a 24-sheet out-door poster. 

Consumer advertising, in full page, 4 
color, will be run during April and May 
in Better Homes and Gardens . . . Ameri- 
can Home . . . Good Housekeeping .. . 
Ladies Home Journal . . . McCall's .. . 
Woman’s Home Companion... and 
Family Circle. Advertising will be contin- 
ued for 10 months during the year. 

Program details will be mailed from 
AGA about January 1, 1955. 


September, October 

It’s old stove round up time, will be the 
theme, the objective is to replace obsolete 
and out-moded ranges with new automatic 
gas ranges, with special concentration on 
the one out of every two homes where the 
present range is more than 10 years old. 

Special feature will be use of the auto- 
matic clock by gas companies and dealers 
as a trade-in allowance or discount to cus- 
tomers turning in an old stove during the 
round up. 

A kit of sales, promotional and display 
materials, ad mats, consumer literature and 
premiums, and 24-sheet out-door poster 
will be available. 

The old stove round up theme will ap- 
pear during September and October in 
such publications as: Better Homes and 
Gardens; American Home; Good House- 
keeping; Ladies Home Journal; McCall's; 
Woman’s Home Companion; and Family 
Circle. Advertising of this type will be 
continued for 10 months. In addition, gas 
ranges will be featured in kitchen laundry 
ads in leading architectural and building 
magazines. 

Details will be sent by AGA about June 
I, 1955. 


GAS ALL-YEAR AIR CONDITIONING 
April, May 

Only gas gives greatest year-round com- 
fort will be the theme for this promotion. 
Objectives are to promote the increased 
sale of gas all-year air conditioners in the 
new home market and to convert homes 
now equipped with forced warm air heat- 
ing to all-year gas air conditioning. 

Colorful, sales-making displays and pro- 
motional materials for use by gas com- 
panies and dealers will be provided by the 
manufacturer. AGA will provide consumer 


literature, premiums and small display 
pieces. 
A comprehensive national advertising 


program in architectural, building, engi- 
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neering and consumer publications will be 
conducted by the manufacturer. AGA will 
make reference to gas all-year air condi- 
tioning in all range and dryer consumer 
ads, and will run a full page ad in the 
special gas section in architectural and 
building publications in April and Septem- 
ber. In addition, AGA will have a single 
page in April, in American Builder .. . 
Architectural Record . . . and House and 
Home. 

Program details will be sent out by AGA 
about January 1, 1955. 


GAS REFRIGERATORS 
June, July 

Only gas gives all three—automatic ice- 
maker, 10-year warranty, no moving parts, 
will be the theme for this promotion; the 
objective is to promote the increased sale 
of modern gas refrigerators to the level of 
its pre-war position. 

A special feature will be the annual 
AGA-Servel sales contest to provide in- 
centive to gas company and dealer sales- 
men to do a better sales job. 

Promotional materials include a com- 


pletely packaged kit containing: a self- 
mailer . .. line folder . . . specification 
sheets . . . envelope stuffer . . . model 
sheets . . . floor display . . . window ban- 
ner . . . sales-training kit . . . radio and 
TV spots ...ad mats .. . 24-sheet out- 


door poster, and other materials supplied 
by the manufacturer. AGA will supple- 
ment this with sales-training materials, 
consumer booklets and premiums. 

National advertising on complete line 
including gas refrigeration at national level 
by the manufacturer, in addition to a well- 
financed co-op advertising program re- 
stricted to the gas refrigerator for use by 
gas companies at the local level in co- 
operation with manufacturer and distribu- 
tor. AGA consumer advertising will appear 
in Life magazine each week during May, 
June and July and every other week during 
August. 

A special gas section in building maga- 
zines will include a full page on the gas 
refrigerator in April and September; and 
gas refrigeration will be featured in ads in 
American Builder . . . Architectural Rec- 
ord ... and House and Home, in Janu- 
ary, March, June, October and November. 

Details will be sent by AGA on March 
1, 3955. 


GAS INCINERATORS 
June, July 

The theme, only gas ends both your 
trash and garbage worries, will be used 
for this campaign to promote increased 
sale of the modern gas incinerator, the 
fastest-growing gas appliance. 

A kit featuring sales promotional and 
display materials, newspaper ad mats, 
sales-training aids, customer literature and 
premiums will be provided. 

Gas incineration will be featured in a 
full page ad, in July issues of American 
Builder; Architectural Record; and House 
and Home. Also, AGA will make refer- 
ence to automatic incinerators in range and 
dryer consumer ads. Gas incinerators will 
be represented with a page in special gas 
section in the architects and builders mag- 
azines in April and September. 


58 











Program details will be mailed by AGA 
about March 1, 1955. 


GAS HOUSE HEATING 
August, September 

Only gas—so automatic—so clean—so 
convenient, will be the theme of this pro- 
gram, and the objectives are: to replace old 
equipment; to up-grade present equipment; 
and to sell new equipment. 

A kit including window and floor dis- 
play materials, newspaper ad mats, con- 
sumer literature and premiums, and sales- 
training aids will be available. 

Gas house heating, nationally advertised 
for the first time in the post war era, will 
receive a page in the special gas section in 
American Builder . . . Architectural Rec- 
ord . . . and House and Home, in April 
and September. Reference to gas house 
heating will be made in all AGA range and 
dryer consumer ads. 

Since some companies want to conduct 
their house heating program in the Spring, 
while others want promotions in the Spring 
and Fall, program details will be mailed 
from AGA about February 1, 1955. 





PEP Campaign 


COMMERCIAL GAS COOKING 
September, October, November 

The theme, for commercial cooking— 
gas gives top Performance, greater Econ- 
omy, higher Profit, will be used in this 
campaign to attain these objectives: to ex- 
pand the commercial gas cooking load by 
increasing sale of modern automatic AGA- 
approved appliances; to provide better serv- 
ice and maintenance, better-trained repre- 
sentatives and dealer salesmen; and to 
promote closer dealer cooperation. 

A special feature will be a plan for con- 
ducting dramatic dealer demonstrations and 
sales meetings. 

A portfolio with complete planning pro- 
gram.including direct mail, displays, sales- 
training, sales contests, and other sales 
and promotional materials will be pro- 
vided. 

AGA national advertising will support 
the campaign with full page ads during Au- 
gust, September, October and November 
in: Hotel Management; Restaurant Man- 
agement; American Restaurant; Fountain 
and Fast Food; Chain Store Age; and In- 
stitutions. 

Program details will be sent by AGA 
about July 1, 1955. 


New Freedom Gas Kitchen Program 


12-Month Program 

The New Freedom Gas Kitchen is the 
theme for this program to show gas at 
work in its most attractive settings. This 
activity should be vigorously promoted 
during the entire year. 

A great deal of material is available for 
gas companies, including reprints of New 
Freedom Gas Kitchen national magazine 
articles; displays; film strips; slides; calen- 
dars; kitchen planning guides and other 
publications for distribution to customers, 
schools, clubs and home shows. 

Motion pictures include a new Woman’s 
Home Companion color motion picture, 
“A Word to the Wives,” featuring a new 








freedom gas kitchen and laundry, and 
McCall’s 16mm full color motion picture, 
“New Freedom in Her Modern Gas 
Kitchen.” 

Recognizing the importance of the new 
home market to the industry, a series of 
special promotions are available to assist 
gas companies in selling this market. These 
programs include the Parents’ Magazine 
all-gas home promotion; Better Homes and 
Gardens home promotion; the new all-gas 
builder catalog featuring a variety of free- 
dom cabinets available to builders; sug- 
gested tie-ins with National Home Week. 
It is suggested that arrangements be made 
with dealers for New Freedom Gas 
Kitchen displays on gas company sales 
floors and cooperative exhibits. 

October 10-17, 1955 has been designated 
as National Home Week. Complete plans 
about participating in this national cam- 
paign will be mailed early in 1955. 

For further details, contact the New 
Freedom Gas Kitchen and Laundry Bu- 
reau, AGA. 


Holiday Promotion 


AUTOMATIC GAS RANGES, REFRIGERATORS, 
CLOTHES DRYERS 
December 

Give a gift that keeps on giving—a mod- 
ern gas appliance, will be the theme for 
this campaign; the objective is to increase 
gas appliance sales during the Christmas 
season by advertising and promoting the 
appropriateness of gas appliances as Christ- 
mas gifts. 

A kit with attractive window and floor 
displays, 24-sheet out-door posters, gift cer- 
tificates, and consumer premiums will be 
available. 

A special Christmas ad showing Santa 
drying his suit in a dryer is scheduled for 
December. The range, refrigerator, and 
water heater insertions will be scheduled 
for either November or December. 

Program details will be sent about Sep- 
tember 1, 1955. 


Mrs. America Promotion 


Because of utility and manufacturer in- 
terest in the Mrs. America promotion, 
AGA has been authorized by the PAR 
committee to enter into an agreement with 
Mrs. America, Inc., to purchase the ex- 
clusive right to conduct local and state 
elimination contests to select Mrs. America 
for 1956. 

Details of the new promotion include: 
the gas utility company has complete con- 
trol of local and state contests; participa- 
tion of the domestic range division of Gas 
Appliance Manufacturers Association as- 
sures utilities a wide choice of ranges for 
local tie-in and cook-offs; and utility com- 
panies have 9 months to organize and 
conduct their local and state programs. 

AGA will supply a complete kit of ma- 
terials, including: display and promotional! 
pieces; newspaper mat service; “How-to- 
do-it” booklet; and ideas on conducting 
local essay contest. 

For further details on the Mrs. Americ. 
promotion, contact the AGA Promotiona! 
Bureau, 420 Lexington Ave., New York. 
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GAS APPLIANCE 
INDUSTRY NEWS 





Menzies Made President of Servel 


Duncan Cameron Menzies has been 
elected president, general manager and a 
director of Servel, Inc., succeeding W. Paul 
Jones who becomes 
vice chairman of 
the board. 

Mr. Menzies is 
vice chairman of 
the executive com- 
mittee and a direc- 
tor of Ball Broth- 
ers Inc. He has had 
extensive industrial 
experience, having 
been connected for 
many years with 
Johnson & Johnson 
as assistant to the 
president and as vice president of Johnson 
& Johnson Research Foundation. He is a 
director of Kent Plastics Corp., Aridor Co., 
and Fansteel Metallurgical Corp. 

As vice chairman of the board, Mr. Jones 
will serve Servel in an advisory capacity. 
Mr. Jones became president of Kellett Air- 
craft Co., Camden, N. J., October 1. 

At the same time the company has an- 
nounced that William W. Wallace, general 
manager, International div., has been made 
assistant vice president. Mr. Wallace joined 
Servel in 1935, and the International div. 
in 1947. 


Duncan C. Menzies 


GAMA Forms Speaker Bureau 


The newly formed conversion burner di- 
vision of Gas Appliance Manufacturers As- 
sociation has established a free speakers’ 
bureau to meet the demand from builders, 
dealers and utilities for the latest informa- 
tion on developments in the house heating 
field. 

Harry C. Gurney, Surface Combustion 
Corp., chairman of the division, said that as 
a result of requests sent to GAMA for in- 
formation about conversion burners, 17 
engineering, sales and service experts from 
10 different companies have volunteered 
their services as speakers at home builders 
conventions, heating dealers meetings, gas 
industry affairs and before other interested 
groups. 

The speakers are prepared to discuss 
techniques for selling conversion burners, 
latest advances in heating, developments in 
types of conversion burner equipment, 
technical information on installation and 
servicing and examples of successful sales 
promotion and advertising. 


Rheem Mfg Promotes Plumbing Movie 


Representatives of Rheem Manufactur- 
ing Co. were told recently that the com- 
pany’s name and models of its water heaters 
had been used as prop materials in a new 
Twentieth Century Fox film, “The Rocket 
Man,” in which actor Charles Coburn por- 
trays a plumbing contractor. After viewing 
the picture the representatives felt it could 
be used to promotional advantage by both 
the plumbing industry and by Rheem. 

A program was mapped out and the com- 
pany prepared a huge quantity of posters 
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AGA Issues New Appliance Service Manual 


American Gas Association, in a joint effort with 
Gas Appliance Manufacturers Association, has 
prepared and published an up-to-date gas ap- 
pliance service manual containing over 280 illus- 
trations and 400 pages of instruction. 

Unlike manuals published in the past, it will 
not become out-of-date because of frequent 
changes in appliances and appliance controls 
since it will be sold with an optional 3-year sup- 
plementary service, for new and revised instruc- 
tion pages that can be easily inserted into its 
loose-leaf type binder. Eight issues of these sup- 
plements will be distributed during the 3-year 
subscription period. 

The book is divided into 3 appliance sections 
covering clothes dryers, ranges and water heat- 
ers, each section being printed in a different 
color for easy identification. 

It illustrates and explains servicing of new 
developments for the common types of clothes 
dryers, gas ranges, water heaters and their con- 
trols. Single point ignition systems are illustrated; 
gas and wiring diagrams for electric ignition 
systems and clock controlled ranges are included. 
The latest instructions with diagrams of water 
heater controls including all of the unit controls 
are provided. 

Wiring diagrams and the servicing of electrical 
components supplement the service information 


ee ee — 


for the gas portion of clothes dryers. Procedures 
have been outlined for isolating and checking 
the operation of switches and controls. With all 
appliances, the service instruction either is on the 
diagram of the applicable control or on the page 
immediately adjacent. 

Servicing instructions for individual appliances 
and controls have been condensed, so that only 
that information which is essential for the proper 
adjustment and maintenance of controls and 
equipment is presented. Much descriptive text, 
such as that included in earlier editions, has been 
deleted and an effort made to include only clean- 
ing, lubrication and adjustment instructions. This 
was done in order to eliminate extraneous ma- 
terial and to simplify instructions by relating 
them directly to the appropriate illustration. 

The manual does not, as did earlier volumes, 
include sections on the selection and installation 
of equipment, but the joint AGA-GAMA commit- 
tee which prepared the manual intends to pre- 
pare a separate one in the future which will 
cover these features. 

G. J. Sandusky, superintendent of customer 
service, Southern California Gas Co., is chairman 
of the AGA-GAMA committee on gas appliance 
service manuals. 

The manual will be sold with the supplemen- 
tary subscription or as an individual volume. 





for use by all plumbing contractors, an- 
nouncing the film’s showing in their neigh- 
borhood. In addition, a promotional kit for 
use by plumbing contractors was prepared, 
containing news and feature stories for 
placement with local newspapers. The kit 
contains suggestions to the local contractor, 
or groups of contractors, for the promotion 
of the film and stimulation of product sales. 

Among the suggestions in the kit are that 
water heaters be displayed in theater lob- 
bies, pertinent sales literature be shown and 
plumbing merchandise drawings be held. 

All plumbing sales representatives of 
Rheem are being provided with a manual 
which offers suggestions for implementing 
the merchandising program, and they are 
being given a quantity of posters and pub- 
licity kits. 

Twentieth Century Fox and Panoramic 
Productions, which produced the film, were 
receptive to the idea of a joint promotion 
and, under the sponsorship of Rheem, 
Charles Coburn made a short film in which 
he thanks the plumbing industry for its 
interest in “The Rocket Man.” 

Local theater managers have been told 
by Twentiteth Century Fox of the coopera- 
tion available through Rheem dealers, and 
suggests that managers contact them, and 
offer, in turn, their cooperation. 


M-Honeywell Sets Up Dealer Program 

The heating controls division of Min- 
neapolis-Honeywell Regulator Co. has an- 
nounced establishment of a nationwide 
network of training aid libraries as part of 
a program to help dealers, wholesalers 
and builders better understand the opera- 
tion of automatic temperature regulating 
devices. 

K. L. Wilson, division head, said the 24 
U.S. and 2 Canadian training aid centers 
would provide company sales engineers 
with visual aid materials which could be 


used in meetings with customers for the 
announcement of new Honeywell products 
or discussion of installation, service and 
sales problems. 

Each center will be provided with Vu- 
Graph presentation kits on 8 different types 
of the company’s heating controls. Demon- 
stration boards will also be provided on 
which engineers can simulate typical serv- 
ice and installation complaints or demon- 
strate the operation of new devices. 


Ashby Is Servel AirCond Chf Engr 


Dr. Carl T. Ashby, chief engineer for 
refrigerators and freezers at Servel, Inc., 
has been appointed to the same post for 
all-year air-conditioning, and Edwin C. 
Geishert, assistant chief engineer for room 
air conditioners, has been named to head 
a separate engineering department for room 
air conditioners and compression-type air 
conditioners. 


STAN ANDREws has been made manager, 
appliance controls div., General Controls 
Co. 

K. H. FLINT has been made chief engi- 
neer, heating products, A. O. Smith Corp. 

R. E. FRIEND has been promoted to as- 
sistant manager, Permaglas div., A. O. 
Smith Corp. 

C. L. Hewitt, JRr., was appointed man- 
ager, heating-air conditioning sales, Perma- 
glas div., A. O. Smith Corp. 

W. W. HIGGINs has been named director 
of engineering, A. O. Smith Corp. 

WALLACE HOLLINGSWORTH is now direc- 
tor of purchasing, Geo. D. Roper Corp. 

RALPH F. HORNBACH has been made 
general manager, special products div., 
Geo. D. Roper Corp. 

F. G. JOHNSON has been appointed as- 
sistant sales manager, Bastian-Morley Co.., 
Inc. 
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VERN C. LAURENCE is now district sales 
manager, St. Louis, Servel, Inc. 

JACK PETTERSEN is manager, the new 
dealer development dept., Norge div., Borg- 
Warner Corp. 

VirGit C. RICE has been elected vice 
president, manufacturing, Norge div., Borg- 
Warner Corp. 

L. T. TEGLER is now chief engineer, wa- 
ter heaters, A. O. Smith Corp. 

C. L. TRACEyY is now southeastern district 
manager, Permaglas div., A. O. Smith 
Corp. 


Servel Issues Refrigerator Booklet 


Through a booklet containing cartoons, 
jingles and a light touch, Servel, Inc. is 
telling purchasers how the company’s auto- 
matic ice-maker refrigerator works, and 
what to expect from it. 

Because the automatic ice-maker makes 
faint sounds that no other refrigerator 
makes some owners have asked for serv- 
ice when none was actually needed. Ser- 
vel’s solution to this experience is a 16- 
page booklet, That New Love in Your 
Life, which combines puns and poetry to 
show owners of automatic ice-maker re- 
frigerators how the appliance operates. 

At the same time a dual-purpose mailing 
piece which describes a national ad cam- 
paign to dealers and doubles as a window 
display has been devised and distributed 
by the Servel advertising department. The 
advertisements include 4 double pages each 
in Life and Saturday Evening Post. The 
first 2 folds of each mailer contain sugges- 
tions to dealers for merchandising the ad 
prior to publication, and a reproduction 
of the ad itself. 





NEW GAS APPLIANCES 





Pilot-thermocouple 

A combination pilot burner and thermo- 
couple in one compact unit, this new con- 
trol has a low gas input providing gas 





ranges a cool stand-by operation that will 
not affect room temperature. Low gas con- 
sumption resulting in low cost operation is 
provided by the control which will burn 
for days at low cost. Non-aerated, the 
pilot cannot become clogged with lint it is 
said, and the unit will handle all gases 
without any change in orifice. An encirc- 
ling blue flame on the pilot head reportedly 
provides a constant source of heat to the 
built-in thermocouple, which is available 
in all standard lengths. Used in conjunc- 
tion with automatic shut-off devices, the 
new pilot offers safety protection in its 
operation. 

Mini-Pilot. Robertshaw-Fulton Controls 
Co., Thermostat div., Youngwood, Pa. 


Regulator-safety pilot 

A combination appliance regulator and 
thermo-electric safety pilot designed for 
manufacturers of wall heaters and forced 





air furnaces, this new unit has AGA cer- | 
tification for use with natural and manu- | 


factured gases. The unit, which is said to 
effect savings in installation and in elimi- 
nation of electric relay or separate auto- 


matic pilot unit, is suited for forced air, | 


gravity and unit heaters up to 85,000 Btu. 
To load or energize the thermocouple the 
manual reset ring is pulled down. The unit 
may be tapped on either side for a pilot 
take-off. 

SR-100. Thermac Co., 800 E. 108 St., 
Los Angeles 59. 


Outdoor incinerator 
This gas fired incinerator offers owners 


of homes with type B chimneys and ma- 
sonry chimneys the opportunity to have 





an automatic, outdoor incineration unit. 
AGA approved for use with all gases the 
model offers an extended lip on the feed 
door and special finish of durable heat-re- 
sisting enamel for all-weather protection. 
Features include an automatic clock-dial 
which turns on gas and lights the burner 
automatically, and turns off automatically 
at end of burning time. The burner is rated 
at 20,000 Btu/hr and is said to provide 
complete combustion. Top opening is 
114%” by 16”. Bulletin DM 40, supplied 
by the company, contains complete infor- 
mation and description of the unit. 

Incinor 254. Incineration div., Bowser, 
Inc., Cairo, Ill. 


Water heater control 


This self-powered automatic control sys- 
tem is said to provide reliable safety con- 
trol in the operation of gas fired water 
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heaters since it operates as 2 separate sys- 
tems. In the event of abnormally high 
temperature both a thermostatic valve and 
a thermomagnetic valve close to shut off 
the gas. The system provides 100°% shut- 
off of gas upon pilot flame failure or tank 
overheating. Also, the unit handles auto- 
matic temperature control, fail-safe pilot 
operation and offers safety protection dur- 
ing the pilot lighting procedure. 

Dual-Safe Control System. General Con- 
trols Co., Glendale, Cal. 


Control valve 


The manufacturer’s latest model gas 
valve for gas appliances is said to have a 
number of features which permit flexible 
and easy installation. A multi-poise type 
valve it can be mounted in position and 
has an accessible terminal block to facili- 
tate wiring. For installations utilizing a 
limit switch the labeled terminal block 
provides separate terminals. Where limit 
switch wiring must be run in conduit a 
conduit cover can be supplied for the valve. 
Improvements in operation are said to have 
been achieved by increased relay power 
for positive pilot valve operation, and b 
addition of a main line filter screen. There 
is a new built-in U.G.L-approved pilot 
valve filter. The valves are being produced 
in %” and %” ips. Sizes up to 1%” ips 
are scheduled to go into production. 

B-60. General Controls Co., Glendale, 
Cal. 
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You can't buy, beg, borrow or steal a more versatile pressure 

regulator than MODEL 1100. Nor has traditional Chaplin-Fulton 

ruggedness, simplicity or accuracy been forgotten in this new 
modern design. Size—2” only. 

Wider Application —Inlet Max.—250 psi. Outlet Range—1” to 
75 psi or 50 to 150 psi. 

Greater Capacity —24,000 CFH at 10 psi to ounces; 114,000 at 
100 psi. Body contoured for flow. 

Easier Maintenance—regulator or pilot can be serviced without 
disturbing the other. Quickly accessible orifices 
in both, easily renewable. 

Simpler Installation—only one connection required. No complicated 

pins or toggles to adjust. 

[ You can standardize on MODEL 1100 for a wider range of your 

pes industrial, commercial or distribution installations. 





* the heart of the MODEL 1100 
| assembly, insuring precisely accu- 
| gate control over the complete flow 
range. ® Unitized construction— 
valve lever and orifice as a unit are 
removed from the outside, without 
disturbing balance of assembly. The MH 
likely trouble spot—the orifice—is 
placed outside where you can get 


at it quickly—no internal tubes to i 
clog. ® Twin diaphragms remove as WA ° 
a unit. ¢ Internal relief unit—guards bs 
a against overpressure. © Spring unit— a HA Ub (F/ WT b 


remove three screws to change 
springs. © Built for service. ¢ Used 


for accuracy. MANUFACTURING COMPANY 
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